Customer satisfaction index models have been developed in many countries, including Indonesia. Those models were commonly not focused on the socioeconomic status (SES) of the customer, so this condition could be a research gap. The aims of this research is to analyze the customer satisfaction index model of branded cooking oil product in Bogor, Indonesia based on SES established from the household monthly routine consumption. Questionnaires were used as primary data collection instrument in this study, while data analysis was carried out with variance based structural equation modeling (SEM) which is also known as Partial Least Square (PLS) model, and Kruskall Wallis nonparametric test. Perceived quality, perceived value and customer expectation as were significantly influencing the customer satisfaction construct in the structural model. This study also concluded found that there is different level of overall customer satisfaction on the three levels of customer's SES.
Introduction
The study of customer satisfaction has attracted interest of many researchers. The studies were no longer limited only in knowing whether customers are satisfied or not, but has evolved into complex structural models. Johnson, et al (2001) provided information that a number of countries have developed their national customer satisfaction index models for a wide variety of goods and services, such as Sweden with the Swedish Customer Satisfaction Barometer (SCSB) model in 1989, America with The American Customer Satisfaction Index (ACSI) model in 1994; Norway with The Norwegian Customer Satisfaction Barometer (NCSB) model in 1996. Bayol, et al (2000) estimates the European Customer Satisfaction Index (ECSI) model, using customer expectations, perceived quality, perceived value, customer satisfaction, image, complaint, and customer loyalty as the constructs. Terblanche (2005) estimated the ACSI model using customer expectations, perceived quality, perceived value; customer satisfaction; and customer loyalty as the constructs. Serenko (2011) tried to apply the ACSI model to measure the student satisfaction with Canadian music programs. Development in this stream of research included addition of constructs such as perceived loyalty, tuition fee change tolerance and word of mouth. Studies that examined the structural model of customer satisfaction index measurement in Indonesia (Indonesian Customer Satisfaction Index/ICSI), was carried out Dachyar and Noviannei (2012) . They applied the customer satisfaction index structural model in the telecommunications industry in Indonesia using company's image, customer expectations, perceived quality, perceived value, and customer loyalty as independent variables.
Adoption of customer satisfaction models of some of the countries into a model of ICSI, can be done by considering many factors. One of the factor is by taking socioeconomic status (SES) of the customer into account. This practice had not been frequently adopted by researchers in the field of customer satisfaction research in Indonesia. This condition potentially made a gap in the development of ICSI's structural models in the future, because the measurement can not only be a "one-time" or "single-shot studies".
This study used a case study of customer satisfaction households in Bogor on branded cooking oil products, one of the product categories surveyed in Indonesian Customer Satisfaction Award (ICSA) since 1999. The aim of this study is twofold: firstly, it attempted to develop the best structural model of customer satisfaction index of branded cooking oil and compare the level of customer satisfaction across three different levels of SES established based on monthly household consumption of food per month. Güngör (2007) said that the word "satisfaction" is derived from the Latin word "satis" (pretty good, adequate) and "facere" (to do or make). Simply put, satisfaction can be defined as "efforts to comply with something" or "to make something adequate". Definition of customer satisfaction according to Kotler and Keller (2009) is a feeling of pleasure or disappointment arising from someone who compare a product's perceived performance (or outcome) against their expectations.
Literature Review
Fornell (2007) said that the decline in customer satisfaction can reduce demand and other things in a "vicious circle", i.e., the erosion of the economic value of the company, employment uncertainty, and will eventually slow the economic growth. Referring to the Güngör (2007) , and Fornel (2007)'s opinion, it can be ensured that the customer satisfaction is one of the best indicators for future profit.
According to Zeithaml (1998) , perceived quality is the assessment (perception) of consumers regarding product excellence as a whole compared to its alternative. Thus, perceived quality is the ability of a product to be regarded as acceptable in providing customer satisfaction relatively compared to alternative products from competitors. High perceived quality will encourage consumers to prefer our brand compared to brands from the competitors. Tsiotsou (2005) said that perceived quality is one of the most important constructs in marketing, and has become the focus of attention of practitioners and researchers for a long time. This is because perceived quality can bring positive influence and benefits for marketing performance. Sumarwan (2011) explained that consumer confidence in a product, attributes, and benefit of product describe consumer perception. Therefore, the trust will differ among consumers. Tsiotsou (2005) examined the effect of perceived quality on overall customer satisfaction using the students from the University of Greece as respondents. The research results indicated that perceived quality has positively significant relationship and effect to the customer satisfaction. Perceived quality is also able to explain most of the variance of overall customer satisfaction, compared to the repeat purchase of customers. Bayol, et al (2000) empirically demonstrated on a cell phone provider industry in European countries, that there is a significant positive effect of perceived quality on customer satisfaction. Terblanche (2005) conducted a study using the ACSI model on fast
food retail industry in seven metropolitan cities in South Africa. One of the results was that perceived value was influenced by the difference between the monetary and non-monetary costs, consumer tastes, and consumer characteristics, according to Bolton and Drew (1991) . Kartajaya (2006) described mathematically that perceived value is the perceived quality divided by price. Perceived value will go up if the perceived quality goes up or the price drops. H1: Perceived quality has a positive effect on customer satisfaction H2: Perceived quality has a positive effect on perceived value
Kotler and Keller (2009) defined perceived value as the difference between customer perceived assessments of all benefits and costs from a bid for the alternative. Perceived value strongly correlated with the total benefits and the total costs of the customers. Sudin (2011) said that perceived value is as a strategic weapon to get customer attention and then keep it, also it becomes a most significant factor of business on manufacture or service provider. Sudin (2011) examined the role of perceived value in influencing customer satisfaction in several companies in Malaysia using convenience sample. The results of his research found that there is a positive and significant effect of perceived values on customer satisfaction. Ekkildsen, et al. (2004) stated that perceived value is one of the dominant factors that significantly shape the customer satisfaction of retail business in Denmark. Terblanche (2005) provides the same empirical support, that perceived value is one of the dominant factors that significantly shape customer satisfaction. H3: Perceived value has a positive effect on customer satisfaction
In general, customer expectations are beliefs or estimates of what the customer will receive. Bayol, et al (2000) explains that customer satisfaction can be influenced by many predictors, and customer expectation is one predictor that positively affects customer satisfaction. Moreover, customer expectation also found to form perceived quality, as a predictor on customer satisfaction. Kuang-Wen-Ching Wu and Jun Ding (2007) explained that many of the empirical research literatures in the field of customer satisfaction provide results that customer expectation has a positive and significant effect on customer satisfaction level. Van Ryzin, et al (2004) implemented the model of American Customer Satisfaction Index (ACSI), to test the drivers and behavioral consequences of overall satisfaction with local government services. The results suggest that expectations of service quality significantly drive both perceptions of quality and overall satisfaction across all subgroups. H4: Customer expectation has a positive effect on perceived value H5: Customer expectation has a positive effect on perceived quality H6: Customer expectation has a positive effect on customer satisfaction
Marketers have confidence that demographics are important factors in determining market segmentation. In general, researchers define expenditure in terms of that relatively same, but the difference is the basis of grouping often also known as Socioeconomic Status (SES). H7: There is a difference in overall customer satisfaction based on SES Based on the theoretical basis and the hypotheses development, then framework of this study is provided in Figure 1 .
Methods
The method used in this research was case study method; the type of the research nature was explanatory research that aimed to analyze causality relationship between research constructs and then testing the proposed hypotheses. Moreover, the study design was also combined with the comparative method. Primary data were collected by questionnaire as the data collection instruments in a certain period of time (cross section). Types of questions used were the combination of closed-ended questions and open-ended questions. On closed-ended questions, the measurement scale used was 5 points Semantic Differential scale. Meanwhile, on the open-ended questions, the respondents were allowed to give an answer in the form of sentences or narratives, in accordance with the actual conditions or circumstances. Pre-test was conducted by giving questionnaires to 30 respondents, and then the validity and reliability of the questionnaire were tested. Results of validity and reliability analysis are presented in Table 1 .
Based on Table 1 it can be concluded that the questionnaire instrument used in this study has met the validity and reliability aspects, making it feasible to do further analysis. For the main study, a sample consisted of 385 respondents were selected by convenience sampling. The respondents were spread in three districts in Bogor Regency, namely Cibinong, Gunung Putri, Cileungsi, and two districts in Bogor City, namely Bogor Barat and Tanah Sareal. Establishment of three levels of socioeconomic status was carried out by performing the following steps: 1. Calculating the range value, which is the difference between the maximum value and the minimum value 2. Setting the number of classes, which is 1 + 3.3 x log n 3. Calculating the interval between the data 4. Constructing a frequency distribution Source: developed from Bayol, et al. (2000) and Terblanche (2005) Figure1. Research Framework In order to determine whether there are differences in the level of customer satisfaction based on three level of SES, non parametric statistical method (Kruskal-Wallis test) was used. This method was used, because the SES data were measured in ordinal measurement scale.
Result and Discussion

Respondents Profile
Customer frequency by sex was composed of 44.70% male and 55.30% female. In terms of age, respondents were aged between 20 to 60 years old, but majority of respondents were 35 years old. Respondent's formal education was dominated by the respondents who had finished high school (52.99%), followed by respondents who had attained undergraduate degree (27.53%). In terms of number of family members, most repondents have family members between 1 and 4 persons (75.8%), followed by repondents having family members between 5 and 10 persons (22.3%). The majority of respondents (81.6%) declared that they know the branded cooking oil through the advertising on television, and made purchase decision by themselves (69.6%), or with spouse (22.9%) and other (7.6%).
Socioeconomic status (SES) of the Customer of Branded Cooking Oil in Bogor
Analyses of the frequency distribution of SES were as follows:
1. The range value was IDR 4,100,000 2. The number of classes is 10 (1 + 3.3 x log 385 = 9.532, rounded to 10) 3. Data interval was IDR 410.000
To establish three socioeconomic status of the customer based on the level of household consumption per month, the author first determined median class of grouping data. The median class is in the 2 nd class, because the cumulative value of the 1 st class (104) and 2 nd class (164) has qualified the determination of the median class (268 ≥ 192.5). Based on this approach, the table of SES can be arranged and provided in Table 3 .
PLS Algorithm Analysis
Establishment of the model begins with a PLS algorithm analysis, to test the validity of construct's indicators and to test the constructs reliability.
According to Table 4 , we know that all loading factors have a score above 0.50. Thus it can be concluded that the constructs have good convergent validity. Similarly the cross loading value shows good discriminant validity, because the correlation coefficient of reflective indicators to the construct itself is higher than the correlation coefficient of reflective indicators to the other constructs. It can be interpreted that our questionnaire has valid indicators to measure the constructs in the model. Constructs reliability were measured by composite reliability, average variance extracted (AVE) and by comparing the square root of AVE with the coefficient correlation between constructs. The result provided in Table 5 . According to Table 5 it can be concluded that the entire constructs were reliable, because the score of its composite reliability is above 0.60 and similarly with the score of AVE that above 0.50. Besides that, we also can compare the square root of AVE with the coefficient correlation between constructs, provided in Table_6.
The square root of AVE is higher than the coefficient of correlation between constructs. It means the reflective indicators have high discriminant validity. These results support the composite reliability and AVE analyses that have been done, to test the constructs reliability.
Bootstrapping Analysis
Inner model creates path coefficient that can be used to test the alternative hypotheses. The result is provided in Table 7 .
According to empirical evidence that customer satisfaction has a positive and significant effect to customer satisfaction. Customer expectations towards branded cooking oil were increased from before becoming a customer until has becoming a customer. This means that the customers have expectations of branded cooking oil, to improve its quality, even better than when the respondent has not yet decided to become a customer. In addition, customers also expect that the branded cooking oil can have more superior quality rather than non-branded cooking oil and also be able to prove all the benefits from the product, which has been delivered on its advertising and packaging. This is what underlies the creation of customer satisfaction, as evidenced by the alternative hypothesis testing that has been done. Path between customer expectation and perceived quality has a coefficient 0.625 with a TStatistics value 17,323 > 1,645 (one way test). These results provide empirical evidence that customer expectation has a positive and significant effect to the perceived quality. Customer expectation has an indirect effect through perceived quality to customer satisfaction. This means that when an increase in customer expectations is able to be followed by an increase in perceived quality, customer satisfaction will then be created. Causality between customer expectation and perceived value has a coefficient 0.215 with a T-Statistics value 4,573 > 1,645 (one way test). These results provide empirical evidence that customer expectation has a positive and significant effect to the perceived value. Thus, when the customer satisfaction was perceived, similar with the monetary and nonmonetary cost which has been issued by customers, it will indirectly give significant contribution to establish customer satisfaction.
Path between perceived quality and customer satisfaction has a coefficient 0.403 with a TStatistics value 6,410 > 1,645 (one way test). These results provide empirical evidence that perceived quality has a positive and significant effect to customer satisfaction. The attributes of branded cooking oil that signify perceived quality inclue: hardy when used for frying, cholesterol free, and able to cook food through, hygienic, and have a clear color. Causality between perceived quality and perceived value has a coefficient 0.544 with a T-Statistics value 11.575 > 1.645 (one way test). These results provide empirical evidence that perceived quality has a positive and significant effect to perceived value. If the branded cooking oil product already gave the similar quality with the customer perception, then the customer would assume that the monetary and nonmonetary costs they expended to have the product will be worthwhile. Path between perceived value and customer satisfaction has a coefficient 0.264 with a TStatistics value 4.701 > 1.645 (one way test). These results provide empirical evidence that perceived value has a positive and significant effect to customer satisfaction. The perceived values of the customers are the price of the product that reflect a given quality, and the quality also already fit with the quality that customers expect. Overall, this is what underlies the creation of customer satisfaction, as evidenced by the testing of alternative hypotheses, although in terms of willingness to buy a product by extra cost, customers expressed a neutral position.
The Best PLS Model of Customer Satisfaction Index
The best PLS model of customer satisfaction index on branded cooking oil that was associated with the three levels of SES from customer, is presented on Figure 2 . According to Figure 2 , 56.4% variance scores of customer satisfaction were explained simultaneously by perceived quality, perceived value and customer satisfaction. Perceived quality and customer expectation, simultaneously explain about 48.9% variance scores of perceived value. Meanwhile the customer expectation explains about 39% variance scores of perceived quality. The model has a valid measurement indicators and also reliable to reflectively measure each construct on the model. This model on figure 2 established the customer satisfaction model of branded cooking oil product associated with three customers SES levels. This results provide empirical evidence and supports earlier research about customer satisfaction models.
To analyze whether there are differing levels of overall customer satisfaction based on the three levels of SES, cross tabulation and nonparametric test statistics were conducted. The results are displayed in Table 8 . Table 8 displays information about the spread of customers overall satisfaction based on three level of SES. There was an indication that higher customers SES would lead to higher satisfaction level. The results from nonparametric statistic suggest that there was different level of customer satisfaction of branded cooking oil products across three levels of SES of household customers in Bogor.
Conclusion
According to the result and discussion, the best model of customer satisfaction index on branded cooking oil product on three level of SES already was established. Perceived quality has a positive and significant effect to customer satisfaction. If the branded cooking oil product is able to deliver quality similar to the customer's perception, then the customer satisfaction will be established. If a branded cooking oil product have the quality that match with customers perception and fit enough with the monetary and nonmonetary cost expended by customer, assuming all other things constant, then customer satisfaction may be attained. Overall customer satisfaction has a positive and significant effect to perceived value and perceived quality, directly and indirectly it will be able to establish the customer satisfaction. From SES level perspectives based on routine consumption per month, there's a different level of customer satisfaction level. This research also provides the result that the increase in level of SES will linearly be followed by increase in customer satisfaction level. 
